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Abstract 
This paper deals with the service quality of Philippine commercial banks from the perspective of their customers.  It 
discusses the degree of importance attached to the five dimensions of service quality and examines how gender 
differences affect customers’ expectations and perceptions of bank service quality.  Survey results and statistical tests 
support the hypothesis that gender differences affect the relative importance attributed to the five dimensions as well 
as customers’ expectations and perceptions of service quality in banks.  This research is useful in developing 
customer-related strategies that will increase clients’ perceptions of bank service quality. 
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1. Introduction 
Service quality is one of the primary concerns of any service organization.  Not only important in 
gaining competitive advantage over rival companies, service quality is simply a prerequisite for a service 
institution to survive. 
Parasuraman et al [1] identified five principal dimensions which customers use in evaluating service 
quality: reliability, responsiveness, assurance, empathy, and tangibles.  Table 1 presents the five 
dimensions including a short description of each as provided by Fitzsimmons [2]. 
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Table 1.  Five Dimensions of Service Quality 
 
In service management literature, service quality is “defined as the gap between customer perceptions 
of what happened during the service transaction and his expectations of how the service transaction 
should have been performed.” [3] 
In order to quantitatively measure service quality, Parasuraman et al [1] developed the SERVQUAL 
Instrument, a 22-item questionnaire dealing with customers’ expectations and perceptions across the five 
dimensions of service quality. 
Since then, numerous models and instruments have been developed to measure and manage service 
quality.  These tools, along with SERVQUAL, are extensively used in studies dealing with service quality 
in various service industries such as banking, retailing, hotels, airlines, and health services, among others. 
Allred & Addams [4] surveyed bank and credit union customers to determine their service quality 
performance.  The results showed that customers rated credit unions higher than banks in 11 out of 14 
service quality dimensions.  These include access, courtesy, and communication, among others.  
Moreover, only 27% of all respondents said that they are contacted by their banks and credit unions about 
their needs and expectations.  Allred & Addams [4] concluded their study by suggesting that banks and 
credit unions should focus on customers’ expectations, customers’ evaluation of the service process, and 
customer retention strategies. 
The paper of Spathis et al [5] explored the service quality of Greek banks on the basis of their 
customers’ perceptions.  Using Bank Service Quality (BSQ) model, it investigated the effect of gender 
differences on customers’ perceptions of service quality dimensions such as effectiveness and assurance, 
access, price, tangibles, service portfolio, and reliability.  Survey results indicated that customers’ gender 
affects service quality perceptions and the relative importance attached to the various service quality 
dimensions. 
The study of Culiberg & Rojsek [3] investigated the service quality of retail banks in Slovenia and its 
influence on customer satisfaction.  They developed a 28-item scale based on SERVPERF to measure 
bank service quality.  Empirical results and factor analysis revealed that assurance and empathy, reliability 
and responsiveness, access, tangibles, and service range significantly influence customer satisfaction. 
The research of Ramez [6] utilized the SERVQUAL instrument in evaluating the service quality of 
Bahrain commercial banks.  The study investigated the relationship between customers’ socio-
demographic characteristics and overall service quality including its dimensions.  Survey results showed 
Dimension Description 
Reliability The ability to perform the promised service both dependably and accurately.  Reliable service 
performance is a customer expectation and means that the service is accomplished on time, in the 
same manner, and without errors every time. 
Responsiveness The willingness to help customers and to provide prompt service.  Keeping customers waiting, 
particularly for no apparent reason, creates unnecessary negative perceptions of quality.  If a 
service failure occurs, the ability to recover quickly and with professionalism can create very 
positive perceptions of quality. 
Assurance The knowledge and courtesy of employees as well as their ability to convey trust and confidence.  
The assurance dimension includes the following features: competence to perform the service, 
politeness and respect for the customer, effective communication with the customer, and the 
general attitude that the server has the customer’s best interests at heart. 
Empathy The provision of caring, individualized attention to customers.  Empathy includes the following 
features: approachability, sensitivity, and effort to understand the customer’s needs. 
Tangibles The appearance of physical facilities, equipment, personnel, and communication materials.  The 
condition of the physical surroundings (e.g. cleanliness) is tangible evidence of the care and 
attention to detail that are exhibited by the service provider.  This assessment dimension can also 
extend to the conduct of other customers in the service (e.g. noisy guest in the next room at a 
hotel). 
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that reliability, responsiveness, and assurance have the largest influence on overall service quality.  
Furthermore, no significant relationship was found between customers’ socio-demographic characteristics 
and overall service quality. 
The study of Akhtar [7] focused on the relationship among service quality, satisfaction, and loyalty in 
private commercial banks of Bangladesh.  Four categories of service quality were used in the survey, 
namely: product features, physical aspects, customer services, and technology and security aspects.  
Results showed that product features and physical aspects were positively related to service quality.  
Moreover, service quality, satisfaction, and loyalty were all found to be strongly and positively related.    
The papers of Spathis et al [5] and Ramez [6] yielded different results in terms of the effect of gender 
differences on overall bank service quality.  The purpose of this study is to investigate whether gender 
differences significantly affect service quality perceptions of Philippine commercial banks. [8] 
The aim of this paper is to address the following research objectives:  
(1) to determine if male and female bank customers differ in the degree of importance attached to the 
five dimensions of service quality; 
(2) to determine if male and female bank customers differ in their expectations of bank service quality; 
and  
(3) to determine if male and female bank customers differ in their perceptions of bank service quality.   
  
2. Methodology 
The sample consisted of 96 individual customers of Philippine commercial banks.  The respondents 
were asked to answer the SERVQUAL Instrument as developed by Parasuraman et al [1].  The 
SERVQUAL questionnaire consists of 22 scaled items based on customers’ expectations and perceptions 
of the five dimensions of service quality.  A Likert scale of 1 (strongly disagree) to 7 (strongly agree) was 
used to indicate the respondents’ degree of expectations and perceptions with respect to the 22 items.   
The second part of the questionnaire deals with the degree of importance attached to the five 
dimensions of service quality: reliability, responsiveness, assurance, empathy, and tangibles.  The 
respondents were asked to give a relative importance score to each dimension while maintaining a total 
score of 100. 
3. Results of the Study 
Table 2 shows the ranking and mean ratings of the relative importance attached to the five dimensions 
of service quality. 
Table 2.  Ranking and Mean Ratings of the Five Dimensions of E-Quality 
Male   Female   
Rank Dimension Mean Rating Rank Dimension Mean Rating 
1 Reliability 29.40 1 Reliability 24.32 
2 Responsiveness 21.45 2 Responsiveness 21.32 
3 Assurance 19.20 3 Assurance 19.89 
4 Tangibles 15.40 4 Empathy 17.75 
5 Empathy 14.55 5 Tangibles 16.54 
 
As can be seen in Table 2, male and female bank customers gave the same relative importance to 
reliability, responsiveness, and assurance which were ranked first, second, and third, respectively.  
However, male customers ranked tangibles as fourth and empathy as fifth most important dimensions of 
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service quality.  On the other hand, female respondents ranked empathy as fourth and tangibles as fifth in 
terms of their relative importance. 
Table 3 presents the mean ratings for the expectations and perceptions given by all the survey 
respondents across the 22 items in the SERVQUAL Instrument. 
Table 3.  Mean Ratings for Expectations and Perceptions 
 Male  Female  
Item Mean Expectation 
Rating 
Mean Perception 
Rating 
Mean Expectation 
Rating 
Mean Perception 
Rating 
1 6.60 5.65 6.36 5.86 
2 6.75 5.85 6.39 5.89 
3 6.70 5.70 6.71 6.29 
4 6.75 5.80 6.32 6.00 
5 6.60 5.65 6.61 6.07 
6 6.60 5.70 6.50 6.04 
7 6.35 5.95 6.36 5.89 
8 6.55 6.15 6.39 5.86 
9 6.75 6.00 6.54 6.04 
10 6.35 5.90 6.32 5.86 
11 6.55 5.85 6.54 5.96 
12 6.75 6.00 6.68 6.11 
13 6.25 5.55 6.43 5.79 
14 6.55 5.85 6.36 6.00 
15 6.80 6.15 6.61 6.18 
16 6.65 5.85 6.61 6.14 
17 6.25 5.75 6.68 5.86 
18 6.40 5.95 6.50 5.75 
19 6.20 5.50 6.32 5.96 
20 6.25 5.85 6.46 5.89 
21 6.50 5.90 6.43 5.57 
22 6.45 5.75 6.57 5.79 
 
As evidenced by Table 3, male bank customers gave the highest expectation rating to item 15 of the 
SERVQUAL questionnaire.  This item pertains to bank customers feeling safe in their transactions.  In 
terms of perception, male respondents gave the highest mean ratings to items 8 and 15.  This means that 
most of them perceive that their present banks provide service at the time they promise to do so and they 
feel safe in their banking transactions. 
The male respondents gave the lowest expectation and perception ratings to item 19.  This item 
pertains to banks having operating hours convenient to all their customers. 
On the other hand, female customers gave the highest expectation rating to item 3.  This item refers to 
bank employees being neat in appearance.  In terms of perception, female respondents gave the highest 
mean rating to item 3.  This means that they perceive their current banks to have employees who are neat-
appearing. 
The female respondents gave the lowest expectation ratings to items 4, 10, and 19.  Item 4 refers to the 
materials associated with bank services being visually-appealing.  Item 10 pertains to employees telling 
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customers exactly when services will be performed while item 19 deals with banks having operating hours 
convenient to all their customers.  The lowest perception rating was given by female customers to item 21 
which refers to banks having the best interest of their customers at heart. 
 
4. Statistical Analysis 
In order to determine whether gender differences affect the relative importance attached to the five 
dimensions of service quality, a t-test for independent samples was employed five times.  Table 4 shows 
the results of the said statistical tests.  
Table 4.  Results of t-Tests for Five Dimensions 
Dimension t-value p 
Tangibles -0.84 0.4053 
Reliability 2.05 0.0430 
Responsiveness 0.08 0.9360 
Assurance -0.56 0.5794 
Empathy -2.25 0.0265 
 
It can be seen in Table 4 that male and female bank customers differ in attaching relative importance to 
two out of the five dimensions of service quality.  The mean ratings given by the respondents differ for 
reliability and empathy.  Male respondents gave a higher score to reliability while female respondents 
gave a higher score to empathy. 
In order to ascertain whether gender differences affect the expectations and perceptions of the 
respondents in terms of bank service quality, a t-test for independent samples was utilized 44 times.  Table 
5 presents the results of the said statistical tests. 
As can be seen in Table 5, expectations differ between male and female customers for items 2, 4, and 
17.  Items 2 and 4 refer to the visual appeal of the physical facilities and materials of banks.  Item 17 
pertains to employees having knowledge to answer customers’ questions.  The male respondents gave 
higher expectation ratings for items 2 and 4 while female respondents gave a higher expectation rating to 
item 17. 
In Table 5, it can also be seen that perception ratings given by the respondents vary for items 3, 5, and 
19.  Item 3 refers to bank employees being neat in appearance.  Item 5 pertains to banks being able to do 
something at the time they promised to.  Item 19 deals with banks having operating hours convenient to 
all their customers.  In all these three items, female respondents gave higher perception ratings compared 
to their male counterparts. 
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Table 5   Results of t-Tests for Expectations and Perceptions 
 
 Expectations  Perceptions  
Item t-value p t-value p 
1 1.60 0.1127 -1.17 0.2422 
2 2.92 0.0044 -0.22 0.8296 
3 -0.10 0.9197 -2.59 0.0110 
4 2.91 0.0046 -1.06 0.2928 
5 -0.05 0.9627 -2.09 0.0389 
6 0.54 0.5914 -1.65 0.1014 
7 -0.05 0.9638 0.28 0.7800 
8 0.87 0.3855 1.72 0.0896 
9 1.56 0.1223 -0.18 0.8538 
10 0.18 0.8550 0.22 0.8296 
11 0.08 0.9372 -0.54 0.5919 
12 0.47 0.6429 -0.54 0.5883 
13 -1.04 0.3030 -1.24 0.2183 
14 1.04 0.2989 -0.85 0.4002 
15 1.26 0.2124 -0.15 0.8794 
16 0.26 0.7935 -1.53 0.1284 
17 -2.69 0.0085 -0.50 0.6211 
18 -0.65 0.5160 1.02 0.3106 
19 -0.61 0.5426 -2.13 0.0355 
20 -1.24 0.2178 -0.19 0.8462 
21 0.42 0.6761 1.59 0.1145 
22 -0.86 0.3914 -0.17 0.8681 
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5. Conclusion and Recommendations 
Based on survey results and statistical tests, it can be said that male and female bank customers differ 
in the degree of importance attached to two (reliability and empathy) out of the five dimensions of service 
quality.  Male customers gave a higher importance rating to reliability while female respondents gave a 
higher importance rating to empathy. 
Similarly, gender differences affect the customers’ expectations of bank service quality.  In particular, 
different mean expectation ratings were given by male and female respondents to items 2, 4, and 17 of the 
SERVQUAL Instrument.  Male customers gave higher ratings to items 2 and 4 which refer to banks 
having facilities and materials that are visually-appealing.  Female customers gave a higher expectation 
rating to item 17 which deals with bank employees having the knowledge to answer customers’ questions. 
Furthermore, gender differences affect the customers’ perceptions of bank service quality.  Different 
mean perception ratings were given to items 3, 5, and 19 by the survey respondents.  In all three items, 
higher mean ratings were given by the female respondents.  Item 3 pertains to bank employees being neat 
in appearance.  Item 5 refers to the banks’ ability to do something they promise to do by a certain time 
while item 19 deals with banks having operating hours convenient to all their customers.  
The current research can be extended to relate customers’ expectations and perceptions of service 
quality to customer satisfaction and customer loyalty.  This will determine how service quality translates 
to customer satisfaction and retention. 
Another possible area for future research is to replicate the present study in other service industries 
such as retailing, hotels, or health services. 
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